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Editorial Note 


The culmination great deal thinking the members 
the faculty the College Business Administration Fairleigh Dickin- 
son University has resulted what follows the next pages this 
Business Review. This the first issue the Fairleigh Dickinson Uni- 
versity Review. The publicaton will appear quarterly. 

The major objective the Fairleigh Dickinson University Business 
Review present business executives larger organizations and 
owners and managers smaller-sized companies with information, tech- 
niques, philosophies and ideas about various facets business. The 
Business Review will general nature and tone. The first issue, for 
example, contains articles such diversified topics as: the securities 
market and what consider the selection sound securities; 
article about computers and their development new dimension 
the training management personnel; personnel policies United 
States companies Latin America; and article about suburban shop- 
ping centers. 

Dean Harold Feldman the College Business Administration 
has written the first article. This discussion the College Business 
Administration Fairleigh Dickinson University, gives clear idea 
the nature the College Busness, and the objectives and philosophy 
College Business Administration. within the framework 
the College Business Administration that the Fairleigh Dickinson 
University Business Review will published. 
All the writers for this initial venture the Fairleigh Dickinson 
Review are connected with Fairleigh Dickinson University some way. 
Most the authors are full-time faculty members. few are part-time 
evening instructors the undergraduate graduate divisions the 
University; one the authors graduate student working for his 
Masters degree Business Administration. are not limiting the 
authorship articles the Fairleigh Dickinson University Review 
individuals connected with the University. encourage businessmen 
and executives companies from all parts the United States write 
for the Business Review. Also, consultants, educators, and individuals 
expert the various fields business are encouraged write articles 
for the Fairleigh Dickinson University Business Review. believe 
that the Business Review will successful because has the wealth 
experience and knowledge the Fairleigh Dickinson University faculty 
behind it. However, wish utilize Fairleigh Dickinson resources 
and other more diversified sources the future. 

The editor would appreciate letters from readers regarding the 
format the magazine and the content the articles. will print 
certain these letters every issue commencing with the 
second issue. 
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Authors and Articles 


BERNARD ELLIOTT BUDISH received B.S. and degrees from 
Columbia University and his Ph. from New York University. 
consultant personnel and office administration problems. 
Dr. Budish has been teaching undergraduate and graduate courses 
for ten years Fairleigh Dickinson University and the author one 
book and many articles. 


HAROLD FELDMAN dean the College Business 
Fairleigh Dickinson University. received his bachelors and masters 
degrees from Columbia University and his Ed. from New York Uni- 
versity. Dr. Feldman the author MATHEMATICS BUSINESS 
AFFAIRS (Allyn Bacon). 


The College Business Administration 

Fairleigh Dickinson University 

Dr. Feldman gives comprehensive overview the programs and prob- 
lems the College Business Administration large urban univer- 
sity. The College Administration has made great strides and 
the future very bright. 


ALBERT BILLS Planning Specialist, Lederle Laboratories Division, 
American Cyanamid Company, Pearl River, New York. received 
B.S. degree 1952 and his M.B. degree 1959, both from Fairleigh 


Dickinson University. 


LOIS PRATT, Associate Professor Sociology Fairleigh 
received her M.A. from Michigan State University 1948, 
and her Ph. Sociology from the University Michigan 1955. 
She has been Director Studies Social Science, Cornell University 
Medical College; consumer and location problems; and 
Research Associate the Bureau Applied Social Research Colum- 
bia 


Personality Differences Among Shopping Centers 
Discusses the extent which utilize two shopping centers. 
Different customers are attracted each center and the background for 
this dichotomy examined this article. 


Fairleigh Dickinson University Business Review Winter, 1961 


| 
| 
| | 
| 
| 
} 
| 


HAROLD FOX Mr. Fox has been head management services 
Rowe Manufacturing Company for the past three years. His previous 
association was with General Foods Corporation. Mr. Fox holds the 
M.B. degree from Xavier University and member the faculty 
the Graduate School Fairleigh Dickinson Unwersity. 


Competition, Computers and College 


Business simulation exercises utilizing computers bring new dimension 
the methods training management personnel. Mr. Fox 
interesting explanation the background for Business Games. 


JOHN GROOME received his B.A. from Princeton and his 
from New York University. has been analyst and economist 
with Manufacturers Trust Company and the Prudential Life Insurance 
Company. present, Mr. Groome securities analyst for Naess and 
Thomas. 


The Securities Market “The Soaring Sixties” 


Are the “golden really golden? What criterion must considered 
the the selection additions and deletions from his port- 
folio. Mr. Groome comments these questions. 


DOHERTY engineer with the United States Rubber Company, 
Passaic, New Jersey. graduate St. John’s University and expects 
recewe the M.B.A. degree from Fairleigh Dickinson University 
June, 1961. 


Personnel Polices U.S. Corporations Factors 
United Relations 


interest the subject “Personnel Policies United 
States Corporations Factors United States-Latin American Rela- 
tions” was originally stimulated several extended discussions with 
friend, who, his return from Latin American post, expressed strong 
sentiments about the absence mutual understanding between 
States and Latin American co-workers. 
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The College Business 


Administration Fairleigh 
Dickinson University 


Harold Feldman 


Soon Fairleigh Dickinson University 
will celebrating its twentieth anniver- 
Twenty years short time when 
compared with such venerable old in- 


stitutions Harvard, Columbia, 
Princetown, but sure that can 


safely said that not even these great uni- 
versities have, any single twenty-year 
period their existence, experienced the 
tremendous dynamic growth and develop- 
ment such has occurred Fairleigh 
Dickinson University. 


The College Business Administra- 
tion, dedicating itself providing career 
and cultural education equal basis, 
and emphasis good classroom 
teaching, has been the forefront the 
great changes Fairleigh Dickinson Uni- 
that the changes have been taken stride 
its faculty and dispatched with cool, 
workmanlike, and efficient manner with- 
out great deal fanfare. 


Perhaps presentation the numbers 
students and faculty members the 
College Business Administration will 
help the reader with perspective for 
viewing some the ideas that will 
presented here. 


Students Faculty 
Rutherford Day 560 
Rutherford Evening 1264 
Teaneck Evening 1484 
Madison Day 218 
Madison Evening 513 


172 


has been said many times many 
people that numbers are not significant 
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measuring educational institutions and 
that the primary concern is, course, 
quality. all the qualitative measures 
that are qualifica- 
tions the faculty, accreditation pro- 
fessional organizations and State approval 
agencies, and years professional 
experience and other measuring devices, 
the College Businss Administration 
must rate high quality institution. 


contention, however, that 
numbers mean many 
things. For example, growing numbers 
indicate that real need being met 
successfully: Growing numbers means, 
the parlance business “satisfied 
customers,” and fact that the best 
boosters the College Business Ad- 
ministration have been its student body 
and its more than 2000 alumni. 


Growth, numbers and quality, 
Fairleigh Dickinson University’s Col- 
lege Business Administration 
historical fact; but the big question that 
looms before “what ahead?” 


There are number activities that 
have been successful the past, that 
should not only part any plan for 
the future, but should pushed forward 
and expanded enthusiastically and ener- 
getically. They are follows: 


Institutes 


More than one thousand businessmen 
have attended institute and seminar pro- 
grams held the University. They offer 
businessmen wide variety pro- 
fessional training exceedingly eco- 
nomical manner. These one-day and two- 


day institutes have been the fields 
automation, taxes, personnel work, of- 
fice management, industrial safety, and 
small business management. Some the 
institutes being planned are for foreign 
executives, public relations people, mem- 
bers boards directors, and many 
more. 


Publications 


This College Business Review 
mew venture into the field business 
publications. will supplemented 
specialized “news letters” the fields 
finance, marketing, labor, and foreign 
trade. 


Speakers 


More than 150 speakers visit the class- 
rooms the College Business Admini- 
stration each year. Since these visitors 
greatly enhance our instruction, this aspect 
our program should expanded. 


Trips 
Industrial Organizations 


More than fifty different trips 
various business and industrial enter- 
prises have been undertaken during the 
past two years. Plant tours companies 
such Ford Motor Company, The New 
York Times, Curtiss-Wright Corporation 
and many more are almost commonplace 
our educational program. should 
expanding the scope our visi- 
tations include many more trips locally, 
regionally, and nationally. not far- 
fetched conceive the possibility that 
visits might made various business 
enterprises foreign countries. 


Research 


Almost all the faculty members the 
College Business have engaged 
presently are engaging research pro- 
jects. Usually this done the result 
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quest for advanced degrees. There 
have been several commercially financed 
research projects, but clear that 
the professional growth the College 
continue, much more must done 
this area. 


Clubs 


Presently there are clubs the areas 
accounting, management, secretarial, 
advertising, and investments. This in- 
formal method learning and ex- 
changing ideas and friendships must 
expanded and encouraged. 


From time time the question 
would you like undertake certain 
sum money were become available?” 
More often the statement made that 
want progress, and institute some 
the projects have our briefcase, 
must have contributions money 
from private donors implement them. 


For the record can said that the 
major problems the College 
Administration are not expensive labora- 
tories costly pieces equipment. 
While true that are looking for- 
ward the time when can have 
accounting laboratory, good facilities for 
our hotel and restaurant management 
students, and the use automation 
equipment, the major problem 
ness education keep the faculty ever 
aware the fast-changing methods 
the business world that they, turn, 
can bring up-to-date instruction our 
student body. 


Our faculty wants attend profes- 
sional meetings and conferences being 
held all over the country; they want 
attend seminars and institute programs 
the field their specialization; they 
should have time spend six-month 
in-service training programs the great 
corporations that are our neighbors. 


has always been contention that 
people education well people 
business need incentives. While admit 
that most members have their 
incentive, the establishment good 
reputation, and good results the class- 
room, some the items the paragraph 
above would provide high degree 
professional incentive and broadening 
the scope faculty instruction with at- 
tendant beneficial results for our students 
and our College. 


Many changes have taken place during 
the past years— programs tightened 
(Courses reduced from year semes- 
ter), mew courses introduced basic re- 
quirements (Statistics, Marketing Re- 
search), new curricular areas introduced 
changed meet national trends and 
requirements (Marketing, Real Estate 
and Insurance). Some the changes 
have had highly encouraging results while 
others have been frustratingly disap- 
pointing. But such will always the 
nature fast-moving College attuned 
the needs the various communities 
serves. 


There seems little doubt. that the 
years come more courses the use 


and interpretation automation devices 
will have inserted into certain cur- 
Teaching machines will become 
vogue supplement our usual types 
classroom instruction. Business courses 
correspondence, use magnetic 
tape, and television are just around the 
corner. whole host new and re- 
freshing ideas, some workable and others 
quite impossible, always before us. 


The College Business Administra- 
tion moves forward from the first twenty 
years its existence its second twenty 
years grateful for the many challenges 
the past, but full new ideas about the 
future. would almost seem superfluous 
say that past successes are the result 
cooperative and hard working faculty 
and that future successes rest with this 
same faculty. also recognized that 
more and more great successes are joint 
efforts not only professional educa- 
tors but those who provide educational 
opportunities both school and on-the- 
job—the alert, helpful 
businessmen the business community. 


*Editors Note: See article “Competion, 
Computers, and College” Harold 
Fox page 13. 
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Personality Differences 
Among Shopping Centers 


Albert Bills and Pratt 


How convey precise image the 
consuming public major problem 
retailing. This involves developing clear 
image the organization the minds 
management, defining carefully the seg- 
ment the consuming public who could 
organization, and finally, conveying your 
image vividly this group potential 
customers. The more complex and diver- 
sified the organization, the more difficult 
the task establishing precise per- 
sonality the minds the public. The 
large regional shopping center presents 
this problem its extreme form. The 
shopping center assembles diverse 
group stores, leaving ownership and 
policy making largely the hands the 
separate stores. what extent can such 
complex retailing structure convey 
distinctive personality the consuming 
public? 


This paper attempts indicate the 
extent which large suburban public 
has distinguished between two regional 
shopping centers Bergen County, New 
Jersey, where customers are presented 
with choice two major centers with- 
mile each other. The specific 
problem discussed this: what extent 
has the consuming public sorted itself 
out between these two centers? First, 
what extent customers use both cen- 
ters indiscriminately, and what extent 
they select and use one the centers 
exclusively? Second, how clearly distin- 
guishable are the two groups customers 
—to what extent has each center de- 
veloped type clientele which 
clearly distinguishable from the clientele 
the other center? 
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How the Study was Made 


The present report part broader 
study the impact regional shopping 
centers Bergen County, New Jersey. 
The study was designed 1957 when 
was learned that Bergen Mall and Gar- 
den State Plaza were locate the coun- 
ty. These two regional shopping centers 
opened within six months each other 
1957. present, stores are open 
the Garden State Plaza and stores 
Bergen Mall. estimated that the 
centers will jointly transact about $200 
million retail sales when they are fully 
developed. 


Detailed interviews were conducted 
with panel 435 families 1957, 
again 1958, and third time 1959. 
Respondents were selected the two- 
stage probability method. Interviews were 
taken the four largest retailing centers 
the county Hackensack, Fair Lawn, 
Englewood, and Ridgewood, ranging 
population from 22,000 32,000. Each 
located within minutes driving 
time Paramus, the site the two 
regional shopping centers. 


Use the Two 
Shopping Centers 


The great majority suburban fami- 
lies studied—almost 10—use the new 
shopping centers some extent. Not all 
these families, however, use the new 
centers extensively. One year after the 
opening the centers was found that: 


10% were non- users 

66% were minor-to-moderate users 

24% were major users, using the centers 
more than any other place 
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Two years after the centers opened, the 
“major users” had increased per 
cent all the families. 


The tendency for consumers favor 
one the other the centers, rather 
than use them both indiscriminately. 
Considering only families who shop 
the centers, fewer than show 
favoritism between the two centers, while 


28% buy about much one the 
other 

62% buy mostly (but not exclusively) 
one center 

10% buy exclusively one center— 
not all the other 


100% 

the time data collection, shop- 
ping center had attracted larger 
share the customers than had 
center 

28% buy about much one the 

other 

48% buy mostly exclusively 

center 


24% buy mostly exclusively 
center 


100% 


Clearly, the shoppers studied had sor- 
ted themselves out between the two 
centers, with majority showing favor- 
tism toward one the other center. 


what extent, however, the custo- 
mer group one center distinguishable 
from the customers the other center 
the basis measurable traits such shop- 
ping habits, spending patterns, styles 
life, goals, and social characteristics? Prac- 
tical steps can taken retailer 
improve services his own type cus- 
tomers able distinguish them 
characteristics closely related their 
goals customers. 


Comparison Customers 
Two Shopping Centers 


has been possible distinguish the 
customers Shopping Center from 
those Center certain important 
characteristics. The factors dis- 


cussed are: income level, extent and type 
use the shopping centers, use 
New York City, time patterns shop- 
ping, use various services, and attitudes 
toward shopping facilities. The group 
who shop mainly Center will 
compared with the group who shop 
mainly Center each these 
characteristics. 


Income Level 


The families the lowest income 
group tend not use either shopping 
center. Customers for the centers tend 
come from the middle-to-higher income 
levels the community. The clientele 
Center however, significantly lower 
average income than the group who 
shops mainly Center A’s customers 
are heavily clustered the $7,000-$9,999 
category, while group drawn dis- 
proportionately from the $10,000 and 
over income category. Fewer than 
Center A’s customers have family 
incomes excess $10,000, compared 
tomers. 


Center Center 
Total Family Income Customers Customers 


Under $10,000 
Total 100% 100% 


Not only average income higher 
among Center customers, but the 
movement income level tends 
upward direction larger pro- 
portion cases than true A’s cus- 
tomer group. Almost half cus- 
during the preceding year, compared 
third A’s customers. Furthermore, 
somewhat fewer customers experi- 
enced decline family income than 
was true A’s customer group. 


Change Family Income Center Center 
During Previous Year Customers Customers 


Increase 

Decrease 

Change 
100% 100% 
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Extent and Type Use 
Shopping Centers 


Since total family income closely 
related family expenditures, might 
expected that Center customers 
would spend less the shopping centers 
than Center B’s customers. This does tend 
the case. Center A’s customers spent 
average $16 per month per family, 
compared $24 for Center cus- 
tomers. 


The lower average expenditure Cen- 
ter A’s customers the center entirely 
due their smaller total expenditures, 
and not any tendency distribute 
their purchases among competing shop- 
ping districts. fact, found that 
A’s customers concentrate their purchases 
much more heavily the center than 
true customers, the latter group 
buying heavily other shopping areas 
well the center. 


The following figures indicate the 
proportion A’s and customers 
who concentrate their purchases cer- 
tain items the shopping center. Note 
that for every type goods, larger 
proportion A’s customers look the 
center than true B’s customers. The 
differences between A’s and customer 
loyalty quite extreme for some items; 
for example, two and one-half times 
many Center customers Center 
customers buy the clothing 
the center. 

Proportion Who Use Their 


Shopping Center More Than 
Any Other Place for Customers Customers 


Purchase of: Center Center 
clothing 
Women’s everday clothing 
Children’s clothing 
Major furniture 
Appliances 


Thus, while the average customer 
Center spends fewer dollars the 
center than true the average cus- 
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tomer Center Center receives 
larger proportion the available income 
its customer group than does Center 
This supported findings from other 
studies which show that the higher in- 
come group tends spread its purchases 
among variety specialized facilities, 
rather than concentrating any one. 


Other evidence from the present study 
reinforces the idea that Center has 
attracted clientele which makes more 
comprehensive use the center than 
has Center When asked evaluate the 
effect the new centers their own 
shopping habits, the customers Center 
are somewhat more likely report 
“very much change” than are the cus- 
tomers Center 

Change Shopping 


Habits Due New 
Regional Centers 


Customers Customers 
Center Center 


Very much changed 

Fairly much 

Not much not all 
Total 100% 100% 


Use Other Shopping 
Districts: New York City 


The customers Shopping Center 
did not shop New York extensively 
did the customers Center before 
the regional centers opened. Forty-three 
per cent the people who became Cen- 
ter customers never shopped New 
York City, compared only per cent 
the present customers Center 


After the regional centers opened both 
groups decreased their New York shop- 
ping. The tendency persisted for Center 
customers use New York less than 
Center customers, but the difference 
between the two groups now minor 
and restricted very few types goods. 
The following figures show the propor- 
tion and customers who purchase 
various type goods New York more 
than any other place, after the opening 
the suburban shopping centers. 
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Per Cent Who Purchase 

Various Types Goods 

New York City More 

Than Any Other Place 
Customers Customers 
Center Center 


Husband’s clothing 
Children’s clothing 
Major furniture 
Appliances 
Total 100% 100% 


Shopping Habits: 
Time Patterns 


Some minor differences are 
noted the time patterns shopping 
between Center and Center cus- 
tomers. Those who use Center are some- 
what more likely establish specific 
day days the week for shopping 
than true Center shoppers. Four 
out the group have usual 
day for shopping, compared fewer 


Sunday shopping not characteristic 
either group shoppers, but fewer 
Center customers ever shop Sunday 


Both groups have established particular 
hours for shopping. However, the 
group much more likely shop the 
morning than the group. Center 
customers are more apt shop the 
afternoon than any other time day, and 
they are also more likely than cus- 
tomers shop the evening. Three 
ten A’s customers never shop 
night compared four ten Center 
customers. 


Usual Time Day Customers Customers 
for Shopping Center Center 


Morning 
Afternoon 
Evening 
Total 100% 100% 


Shopping Habits: 
Use Various Services 


Informants were asked how frequently 
they made use various services 
shopping, such credit facilities and 
mail and telephone 
significant differences were found 
between Center and Center cus- 
tomers the tendency use various 
credit facilities, such charge accounts, 
lay-away, and time payment. Charge ac- 
counts were used about three-fourths 
both groups customers, while time 
payment and lay-away plans were used 
smaller proportions both groups. 


Per Cent Who Ever 


Use Various Credit Center Center 


Services Customers Customers 
Charge Account 
Time Payment 
Lay-away 


There was slightly greater tendency 
for Center use both mail 
and telephone ordering services than was 
true Center customers. However, 
this difference not statistically signifi- 
cant. 


Per Cent Who Ever Use 
Mail Telephone Ordering 


Center Center 
Customers Customers 


Mail 
Telephone 


Attitudes Toward Older 
Downtown and 
Regional Centers 


Respondents rated the new regional 
centers and the older downtown district 
they shopped most specific 
factors (prices, services, physical facili- 
ties, etc.). summarizing these detailed 
ratings, possible determine the 
proportion who gave “low”, 
“medium”, and “high” ratings the new 
centers and the established downtown 
districts. 


First, found that larger propor- 
tion shoppers gave high ratings 
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the new regional centers than the es- 
tablished downtowns. Secondly, the cru- 
cial fact for the present analysis that 
customers Center gave significantly 
higher rating both the new regional 
centers and the older districts than did 
the customers Center Three-fourths 
Center A’s customers rated the new 
centers “high”, compared 
Center B’s customers. Similarly, half 
Center A’s customers gave “high” ratings 
their older downtown district, com- 
pared about third Center 
customer. 


Shopping Districts Customers Customers 


Low 

Medium 

High 
Total 100% 100% 


Rating New Regional 
Shopping Centers Center Center 
Customers Customers 


Low 

Medium 

High 
Total 100% 100% 


One might have expected that shoppers 
who gave high ratings 
downtown district would have given 
relatively lower ratings the new 
gional centers, and that low rating 
downtown would have been associated 
with high rating for the regional 
centers. This was not found. the 
contrary, there appears type 
shopper who generally critical dis- 
criminating about shopping and 
another type who generally contented 
Center customers include significant- 
larger proportion those who are 
uncritical all facilities, and who accept 
what offered. Center customers, 
the other hand, include larger share 
those who have precise notions 
what they want buy, who place high 


requirements, and who, therefore, are 
relatively more critical all available 
shopping facilities. 


Summary: Profiles Shopping 
Center and Shopping 
Center Customers 


While there considerable amount 
overlap the characteristics the 
customers the two regional shopping 
the central tendency the two 
groups clearly different. Following 
summary the central disinguishing 
characteristics the two groups shop- 
pers. 


Profile for Shopping Center 


The typical customer Shopping 
Center the middle income group, 
and thus, spends modest amount 
money the Center. However, makes 
comprehensive use the Shopping Cen- 
ter, rather than distributing his available 
income among various shopping districts. 


Certain evidence suggests that Center 
customers may somewhat unsyste- 
matic unbusinesslike about shopping, 
for example, the fact that shopping not 
regularly planned for particular day 
the week, but more informally fitted 
during the week. The more placid 
reaction all shopping facilities also 
suggests less analytical professional 
approach the activity. the Center 
shopper less discriminating may 
because his modest income insuf- 
ficient support high precise de- 
mands for goods. 


Profile for Shopping Center 


The model income for Center cus- 
tomers $10,000 more, and the level 
income tends increasing. While 
these consumers spend sizeable amount 
the Center, they also tend shop 
competing districts such New York. 
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Center customers approach shopping 
systematically, setting aside particular 
morning the week for the activity. 
They tend rather critical all 
shopping facilities, whether the older 
business districts the new regional 
centers. This attitude appears originate 
their well educated tastes, their precise 
opinions about what they want buy, 
and their high standard living. 


Conclusions 


clear from the foregoing data 
that the suburban public studied has 
perceived “pesonality” differences the 
two regional shopping centers available 
their area. This public has sorted 
itself out effectively between the two 
centers, with significantly different 
type customer being attracted one 
center than the other. 
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and College 


Competition, Computers, 


Harold Fox 


promising new technique execu- 
tive training programs management 
simulation, popularly called business 
gaming. The purpose this tool 
project the future executive into the 
competitive business process where 
must make responsible decisions and 
live with the results. logical de- 
velopment the art preparing pro- 
fessional managers. 


The Quest for Realism 


Formal (college) education for busi- 
ness started only around the turn this 
century. Lectures and texts delineated the 
various principles and illustrated them 
with descriptions business practises. 
From the beginning, enterprising edu- 
cators sought enhance the realism 
the learning situation. Field trips, super- 
vised research, visual aids, role playing, 
internship programs, and many other de- 
vices reinforced the students’ introduc- 
tion the world business. Among the 
cation are televised instruction and teach- 
ing machines. But lectures and texts are 
likely continue the basic source 
knowledge for future generations 
college students. 


Since 1926, the quest for realism re- 
ceived major boost from the wide- 
spread adoption the case method. 
case report business situation, 
giving selected internal and external in- 
formation such business executive 
marshals for decision-making. Indeed, 
many cases having been supplied 
business firms recite the true circum- 
stances under which the need for action 
arose. The trainee’s task 
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apply his knowledge business prin- 
ciples and his judgment the situation 
the case. 


The case method offers numerous ad- 
vantages the mature learner. re- 
ceives practise defining the problem 
problems, sorting out the the relevant 
facts, determining the informational gaps, 
and reasoning out the optimum solution. 
The major shortcoming the static na- 
ture case; the initial decision ends 
the assignment instead beginning 
tactical struggle under varying competi- 
tive and economic conditions. 


Now, business games attempt supply 
the missing dynamic dimension. Com- 
peting participants appraise tested busi- 
ness problem and decide number key 
issues over intervals time during which 
they receive feedbacks interim results. 
For example, the vicarious managers may 
decide the level output, the assignent 
employees, and the deployment 


Alas, things may not work out ex- 
pected. Lack balance between materi- 
als and labor and sales will cause wasted 
expenditures plus costly penalties for in- 
ventory out-of-stocks carrying charges. 
This type error should forceful 
lesson the interrelationship business 
functions. But there another influence 
which beyond the direct con- 
trol: external factors. Competitors can, 
through higher compensation, wean away 
scarce labor; budgeted sales may not 
materialize because recession. Told 
his results, participant can maintain 
modify his previous strategy. real 
life, the successful person develops 
broad perspective and learns act ef- 
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fectively under fluctuating, partially un- 
predictable conditions. The simulation 
exercise just discussed has interacting 
structure move any business has 
impact all others. 


Man Versus Computer 


interesting variant the above 
demonstrates the efficacy random- 
access computer. Called the Production- 
Manpower Decision Game, pits execu- 
tives against IBM 305 RAMAC com- 
puter. The actions the opponents are 
independent. Each strives optimize 
profits. other words, business de- 
cision affects only the one who makes 
The contestant who earns the largest 
amount net income over the long 
term the winning firm. 


Before the contest begins, repre- 
sentative the computer manufacturer 
explains the assumed setting, furnishes 
approximate sales forecast, and dis- 
closes the equations that have been fed 
into the computer. The formulas for pro- 
duction and manpower have terms 
each, the formula for inventory has three. 
the 100 participants, the author 
among them, who organized into teams, 
none tried calcuate the scheduling 
recourse the equations. would have 
been foolhardy attempt during the 
five minutes allowed between monthly 
reports. 


the early stages nearly every team 
showed better profit picture than the 
one reported for the computer. But the 
positions the executives’ teams de- 
teriorated their lack foresight took 
its toll. relatively easy report pro- 
fits when there inadequate provision 
for the needs the future. 


The fact that properly programed 
computer can more efficient than 
department trained specialists 
reason for inferiority complex. 
have accepted long ago that properly 
piloted airplane can more expeditious 
than team track champions. Both 


the computer and the airplane are man- 
made robots; they have neither brains 
nor physical faculties comparable living 
creatures. 


Types Exercises 


There are many different business 
games just there are different cases, 
different textbooks, and different sub- 
jects. Some exercises are oriented toward 
top management, others are specialized. 
Professor Bastable Columbia Univer- 
sity recently reported competitive game 
accounting which demonstrates cost 
behavior and raises questions about pro- 
per accounting treatment. non- 
computer exercise seven others 
described Green and Sisson They are 
scored with the aid graphs, reference 
charts, slide rule calculator. 


Another basis classification in- 
terdependence the results. concen- 
trate particular rule such return 
investment economic order quan- 
tity, the context may within single 
business firm. However, many games are 
designed for students executives al- 
ready versed principles business 
administration who want graduate 
refresher course decision-making. 


Games are designed for individuals 
teams. The latter type challenges the 
players with the additional problem 
strategy exercise used the Pillsbury 
Company four five members com- 
prise “firm.” Some use formal, per- 
manent structure, some rotate officers, 
and some eschew any specialized job 
functions. 


One the earliest games delves into 
the realm top management. all 
complex simulations, requires com- 
puter with special programing. Shortly 
afterwards, the American Management 
Association and Remington Rand jointly 
developed exercise 
called Integrated Materials Management 
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Simulation Its purpose help pre- 
pare business trainees for the new position 
manager. Incidentally, while 
gaming strategy cannot “lifted” for 
use business (just busi- 
mess experience for today’s problem 
theoretical perhaps the first point which 
trainee grasps that materials analysis 
comprises many variables that only 
computer efficient! This alone could 
useful—among the current generation 
executives there are those who oppose 
electronic data installation because 
they instinctively trust readable records 
more than magnetized tapes. 


Thus business simulation exercises 
various forms are new approach the 
coaching and testing advanced stu- 
dents. the short span three years, 
they have been used pioneering busi- 
ness companies, associations, universities, 
our armed forces, and others. Published 
evaluations affirm that they represent 
important advance toward investing 
training situation with realism. stimu- 
lates the student’s personal involvement. 
Craft even cautions against the “trau- 
matic experience executive who 
losing ...” Participants work hard 
prepare move; the American Manage- 
ment Association Center, extra homework 
has often been sneaked during time al- 
lotted recreation. 


There is, course, vast difference 
between imagining what one would 
manager. The business game offers this 
opportunity. could that through the 
new medium the well prepared, well 
supervised, conscientious student might 
gain insight into business relationships 
which others acquire only ten twenty 
years after graduation. 


Univac Exercises 
Fairleigh Dickinson University 


One the factors retarding the adop- 
tion computerized games prohibi- 


tive cost. Computers can programed 
solve, one day, intricate scientific prob- 
lems which desk calculator could not 
finished man’s lifetime. Other 
models are efficient for large volume 
data processing which 
nature. But the use computer for 
the sole purpose monitoring simu- 
lation exercise for several months im- 
practical. 

Recognizing this problem, Remington 
Rand has designed interacting game 
called Marketing Management Simula- 
tion for use corporate training sessions 
and for special educational purposes. Thus 
far, over 1500 members well-known 
industrial companies and educational in- 
stitutes have used this have 
reported very exciting and instruc- 
tive experience. 


Thanks offer Remington Rand 
its exercise and the 
Graduate School Fairleigh Dickinson 
University planning employ Mar- 
keting Management Simulation for 
months Management 352 (Advanced 
Corporation Marketing Plans) the 
Madison Campus. estimated that this 
exercise will require about one-quarter 
the classroom time this two-credit 
course. 


students. Each team portrays new divi- 
sion company. Its mission to, sell, 
via commission salesmen, directly, the 
consumers three regions with 
economic characteristics fairly new 
product price about $66. Realizing 
that competitors have similar organiza- 
tions, each team makes decisions the 
areas sales-personnel, administration, 
product pricing, advertising expenditures, 
and inventory management. Among the 
possibilities are train transfer sales- 
men, price uniformly all regions 
undercut competitors, increase adver- 
tising buy marketing research, and 
vary future production rates transship 
inventories. The winning team, course, 
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the one showing the highest profit 
its operating statement. 


However, victory does not entitle 
member the top team “A.” Nor 
will deficit the report 
cause student fail. The instructor 
concerned with the manner which the 
decisions were made, how team or- 
ganizes and why, and what considerations 
influenced the adoption particular 
strategy. 


Other useful investigations suggest 
themselves. Are good students also good 
players? Are the better scorers (in 
evening school) those with longer 
more responsible business experience? 
Evidently, this experiment 
guing possibilities. 


Conclusion 


Dynamic business games offer ex- 
citing and yet unproven contribution 
teaching methods. There are many 
different versions for general special 
purposes. The experiment now scheduled 
Fairleigh Dickinson University should 
help demonstrate their potential. (It 


hoped that the cooperation com- 
puter companies and the preparation 
the Graduate School will prove sub- 
stantial benefit the 
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The Securities Market 


Soaring 


John Groome 


the beginning 1960, was 
fashionable for many economists label 
the new decade the “roaring sixties”, 
“golden sixties”, etc. While doubt- 
less true that the next few years will 
usher new and even more dynamic 
economic progress than have ever 
witnessed the past, certain develop- 
ments appear emerging the 
economy which will have definite im- 
pact the securities market. the 
purpose this paper discuss some 
these factors which should given con- 
sideration the investor any attempt 
anticipate stock market action. Since 
analysis these new trends the 
economy leads the conclusion that 
selection stocks crucial signifi- 
cance this juncture post-war history, 
certain criteria which may helpful 
choosing individual investments are also 
presented. all times, one’s ability 
appraise and properly judge the myriad 
factors which can influence the securi- 
ties market limited, but, there are cer- 
tain times when the margin error 
dealing with this problem greater than 
others, which appears the case now. 
Even though one does properly judge 
economic and political trends there are 
always present intangible factors which 
are not readily subject analysis but 
which cannot ignored determining 
market behavior. The rational 
history demonstrates, become quite 
times his attitude 
toward investment common stocks. 
Trying outguess the public psychology 
toward securities, however, can lead 
disasterous results; therefore, the investor 
will better concentrating the 
fundamental elements which normally ef- 
fect the market. 
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End Bull Market 


appears that longer have the 
benefit many the basic ingredients 
which culminated the unprecedented 
bull market the past decade. The in- 
vestor can longer indiscriminately 
purchase stocks with the expectation 
hope that they will automatically ap- 
preciate volume the market moves 
irresistably upward. 


Less Inflation 


First all, for the first time 
generation, inflationary forces our 
economy are longer positive market 
factor. started the fifties, these 
inflationary forces were unusually strong 
because the enormous deferred post-war 
demand, both here and abroad, for every 
imaginable kind goods and service had 
profound effect the basic law 
supply and demand our economy. The 
excessive demand for goods and services 
relation supply resulted rising 
prices; thus, the manufacturer, able 
raise prices for his products, was not re- 
luctant meet the strong demand for 
higher wages tight labor market. 
Rising payrolls and employment further 
accelerated demands for goods and ser- 
vices. These conditions, addition 
inflated money supply arising from the 
demand wartime, favored the develop- 
ment the wage-price spiral and also 
encouraged the businessman embark 
vast and extensive capital expenditure 
programs for new plants and equipment. 


appears that over the next few years 
these inflationary forces will less 
strong. The expansion productive 
facilities undertaken during the fifties 
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has lead condition where practically 
any item desired ample supply and, 
fact, has resulted overcapacity con- 
ditions number industries. This 
one reason why many observers the 
business scene erred forcasting econo- 
mic activity 1960. was expected that 
the prolonged steel strike 1959 would 
provide artificial stimulus business 
activity over the first six months the 
year businessmen scrambled restore 
depleted inventories. Instead, however, 
witnessed mild form inventory ac- 
cumulation business managers realized 
that existing productive capacity could 
take care their needs. 


second factor which will mitigate the 
forces inflation will the less favor- 
able bargaining position labor. new 
era labor-management relations was 
born out the steel impasse. While 
labor did achieve wage gains, they were 
decidedly smaller than previous bar- 
gaining sessions. The industry was not 
able pass these increased costs along 
the ultimate consumer the form 
higher steel prices had been the case 
other post-war settlements. Other indus- 
tries have followed suit and are showing 
resistance the demands labor. 
While cannot anticipate that defense 
spending will cut back any great 
extent probably will not expand further, 
that the economy grows, this type 
expenditure should become relatively 
smaller proportion our national 
put. This not imply that period 
serious deflation lies ahead but may 
mean that with abatement 
tionary psychology investors’ minds, 
are less likely witness the future 
the almost compulsive buying equity 
stocks act hedge against inflation 
that characterized the stock market 
recent years. 


Depression 


The prospects for depression similar 
the thirties remote. While have 


not been able completely control the 
business cycle, are better prepared 
analyze the causes business fluctua- 
tions and follow policies prevent 
serious economic setbacks. will have 
business adjustments much like the 
readajustments” the post-war 
years but vigorous credit and monetary 
action will employed combat any 
prolonged and severe business slump. 
Temporary economic imbalances will 
alleviated spending power supplied 
through our built-in income stabilizers 
such social security, unemployment 
insurance, etc. 


The world-wide struggle between two 
opposing idealogies will fought 
the economic arena since the results 
open military warfare are well recognized 
both parties. Our efforts maintain 
economic and social leadership will spur 
our economic system generally high 
rate activity. 


Interest Rate 


Over the next few years interest rates 
will average higher than have prevailed 
the post-war era. While have read 
and heard much criticism levied against 
the “abnomally” high rates for the use 
money, analysis long term trends 
the money market indicates that our 
current rates are, fact, quite normal. 
The absence inflated money supply 
present, contrast the early fifties, 
well the demand for capital, the 
framework generally good business 
and monetary policy, control excesses 
the economy, point tighter money 
conditions over the next decade. Interest 
rates will, course, fluctuate around 
present levels demands for money 
varies with changing business conditions 
but, the whole, will above those 
the past decade. Attractive bond yields 
will provide competition for equity 
money. 
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Foreign Competition 


The foreign market becoming in- 
creasingly competitive and this pattern 
will prevail throughout the sixties. Our 
industrial capacity remained intact after 
the war and enjoyed world-wide 
market, dominating world trade. 
Those areas which assisted re- 
covering from the war have now become 
our keen competitors. The previously 
mentioned wage-price cycle has lead 
position where this competition can 
underbid many areas. These factors 
will have significant political reper- 
cussions for national policy well 
for individual industries and companies. 


Population Factor 


Many advocates the “roaring sixties” 
school have pointed our burgeoning 
population important consideration 
for future economic progress. However, 
the greatest stimulus business activity 
arising from growing population and 
family formation will not occur until 
the mid and late sixties. The distribution 
population age groupings and eco- 
nomic pursuits will have important 
bearing the fortunes different in- 
dustries and individual companies. For 
example, great portion the population 
increase will occur the category our 
elder citizens. Traditionally the aged 
spends higher per capita amount for 
drugs than does the rest the population. 
This will, course, benefit the drug 
industry. However, people retirement 
age and beyond not make the 
class home buyers and this may ad- 
versely affect certain segments the 
construction industry. 


Selectivity Crucial 
What does all this mean the stock 
market? 
The long-term trends generally 
good business conditions, increasing 
population, and advancing technology 


give (on balance) favorable long range 
background for the stock market. How- 
ever, the stock market high relation 
its normal valuation and has already 
discounted many the favorable aspects 
the long-term outlook. Investment 
common stocks will continue re- 
warding, but, selectivity individual 
stocks will crucial importance. The 
word “selectivity” has become over- 
used cliche Wall Street parlance but 
time recent history has been 
such paramount import. The most 
successful investment policy one 
holding, over long period time, 
stocks high quality companies in- 
dustries with exceptional future pros- 
pects. One the greatest mistakes made 
investors that they become impatient 
and sell good stocks before the companies 
have been given adequate time demon- 
strate their capacities. The 
common stocks should regard himself 
part owner business rather than the 
owner stock certificate traded 
with every turn the market. Many 
investors devote too little time 
finding good common stock buy, 
but rather invest the basis “tip” 
simply because the price stock 
low. These chance investments 
occasion are rewarding, but more often 
than not the investor gets what pays 
poor quality and uninteresting in- 
vestment which proves disap- 
pointing. Obviously the price stock 
the time purchase important but 
quality even greater importance. 
infinitely better buy quality 
higher price than purchase mediocrity 
big discount. 


Investment Criteria 
order select individual stocks 
that will, over the long term, show better 
price gains than the market whole, 
one may guided these tests: 


(1) Does the company have top-grade 
management? The key factor business 
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success, course, good management. 
Trying appraise the quality manage- 
ment difficult task best, but 
analyzing the past record, understanding 
management philosophy, 
taining future corporate plans one well 
the road soundly evaluating the 
company’s prospects and prospective 
value its securities. 


(2) Are the company’s products 
harmony with the future? Rapid tech- 
nological progress will mean constant 
flow new products the future. The 
investor must alert and guard against 
investing company whose product 
line subject rapid obsolescense. 


(3) Does the company enjoy rapidly 
growing markets? Unless potential for 
further penetration markets exists, the 
company’s prospects for future growth 
are limited. 


(4) Are the productive facilities ef- 
ficient, modern, and favorably located? 
the approaching decade intensified 
competition, only those companies with 
the most efficient will able 
maintain expand present profit 
margins. 


(5) the company relatively free 
from labor problems and government 
controls? 


(6) the industry one which re- 
latively free from serious cyclical flucua- 
tions? Trying outguess market action 
anticipating changes the economy 
hazardous. Industries which are not 
violently affected savings the busi- 
ness curve usually provide better oppor- 
tunities for investment. 


Conclusion 


The most important aspect these 
new developments our economic en- 
vironment may well the shifts that 
will take place the investment ratings 
individual industries and companies. 
Many stocks which were attractive 
the past are likely prove relatively 
uninteresting over the next five ten 
years. Many the major industries that 
enjoyed extraordinary favorable back- 
ground the Fifties are now faced with 
difficult problems. Examples are the oil 
and automobile industries whose current 
difficulties may take several years work 
out. the more competitive economy 
that will prevail and with much more 
modest gain prices common stocks 
the Sixties, compared with those 
the Fifties, imperative for the in- 
vestor select stocks companies that 
are unusually well situated future 
growth sales and earnings. order 
reap the greatest benefits the investor 
must prepared follow flexible in- 
vestment policy being constantly concious 
the importance transfering funds 
from uninteresting situations more 
attractive areas. addition, market 
which will trade relatively narrow 
Dow Jones Industrial Average there 
may justification for scaling down 
stocks the upper limits this range 
and acquiring stocks lower limits. This 
difficult policy execute since one 
runs the risk losing vulnerable posi- 
tion attractive industry and this has 
not proven very rewarding the past. 
Therefore, should not attempted 
anything but modest scale. Nevertheless, 
such flexibility may more tune 
with underlying conditions than was the 
case the last ten years. 
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Personnel Policies 

United 

Latin American Relations 


Doberty 


The Unofficial Envoys 


Overt expressions anti-American 
feeling Latin America, such were 
displayed during the Visit Vice Presi- 
dent Nixon 1958 and the visit 
President Eisenhower early 1960, 
indicate that the building mutual 
understanding and friendly relationships 
between the United States and its southern 
neighbors continuing problem, not 
merely topic for periodic consideration 
during formal conferences 


One often neglected factor the 
strengthing S.-Latin American 
relations the influence citizens 
working Latin America. many parts 
Central and South America, the em- 
ployees corporations are the only 
North Americans with whom the local 
inhabitants ever get acquainted. 


The question naturally arises then, 
are the Americans assigned Latin 
American posts adequately prepared 
their employers represent favorably 
not only the typical citizen but 
business enterprise, and the nation 
whole well? 


Importance 
American Relations 


Supplementing America’s self-avowed 
responsibility “Good Neighbor” 
are several practical reasons for building 


One simply the large stake the 
United States has Latin America. 
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Economic political indifference toward 
175 million neighbors dubious 
for America and American corpora- 
tions take when substantial portion 
the national business life depends 
upon the materials received from Latin 
America and the market she constitutes 
for exports. 


Futhermore, the Latin American coun- 
tries taken together form powerful bloc 
whose friendship vital the construc- 
tion free world solidarity the ever- 
present idealogical struggle against com- 
munism, say nothing their military 
ties. 


Influence 
American Workers 


With the desirability improving 
S.-Latin American relations taken 
fundamental assumption, the impor- 
tance having Americans working 
Latin America exert positive influence 
their daily personal contacts with local 
citizenry from the facts that: 


(1) public attitudes toward the United 
States are often determined the 
character its representatives from 
the north and, 


(2) the more than 10,000 these un- 
official envoys the Latin 
America now outnumber State 
Department personnel 
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help offset the work Washing- 
ton’s most diligent diplomatic 
missions. 


From the point view, 
one top executive Pont In- 
ternational makes the following 
servations regarding American workers 
influence abroad: 


These are the individuals who will 
establish the character the cor- 
poration, integrate the company 
with the economy which 
operates, and make responsive 
the community, the laws, and the 
market. They are the key both 
short- and long-term profits and 
the acceptance our presence 
and our 


special position. stands out 
for all see how conducts him- 
self. recognizes this situation, 
can use constructively iden- 
tify the objectives his mission 
with the aspiration the communi- 
and the country. 


Enlarging this observation, 
equally evident that corporation, 
recognizes this situation, can use 
constructively identify mission 
with the interests the host country. 


corporation’s personnel policies for 
employees Latin America and 
elsewhere, therefore, are important fac- 
tors achieving favorable identifica- 
tion because they are presently the most 
immediate and measurable determinants 
the characteristics and activities 
the American workers sends overseas 
assignments. 


This likely remain true until 
American schools and universities assume 
the major role educating and training 
young Americans specifically for business 
careers abroad, just they developed cur- 
ricula for foreign diplomatic service. 


Specific Problem Areas 


seeking favorable identification 
with the aspirations peoples Latin 
America for both its own benefit and 
that the United States, corporation 
cannot compartmentalize personnel 
cy. Rather, must fit each its basic 
business policies into positive overall 
program for Latin American operations. 
this way, such diverse questions use 

Latin American capital, management 
real estate holdings, local investment 
funds, and forth, assume their ap- 
grated philosophy. 


Within such framework, U.S. cor- 
porations operating Latin America face 
least four critical policy areas related 
American personnel and relations with 
the indigenous population. 


Selection. American Personnel 
for Latin American Assignment Since 
very few American owned controlled 
enterprises Latin America operate 
entirely without American administra- 
tors technicians, the management 
most corporations must determine what 
qualifications, any, are vital for the 
employee acclimate new sur- 
roundings, and the same time perform 
assignments with efficiency comparable 
domestic counterparts. 


American corporations must decide 
whether professional skill the ability 
relocate successfully will the de- 
ciding factor their choice workers 
for Latin American posts. And they must 
decide whether not family 
should rated ability relocate 
overseas successfully before candidate 
fully approved. 


Preparation and Training Ameri- 
can Personnel for Latin American As- 
signment Careful selection employees 
for Latin American assignment but 
part the problem setting per- 
sonnel program insure that most 
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workers sent into the field will “get 
along”. Equally important appropriate 
and training prior depar- 
ture from the coupled with ade- 
quate orientation the field. 


Although the range situations 
which American workers will find them- 
selves broad, two basic topics should 
figure prominently any such program: 
Latin American culture and language 
facility. After these fundamentals, fa- 
miliarization with details climate, 
currency, recreation and forth ac- 
cording specific work sites can 
carried out. 


Again, American companies must con- 
sider the family framing 
policies and regulations training and 
preparation. 


addition, well rounded program 
should give the employee some 
guides suitable conduct discussing 
politics and other controversial topics. 


Finally, even before the worker has gone 
his post, the company must also decide 
how much continuous training the 
field necessary maintain and im- 
prove the state his relations with the 
local population. 


with the Community When Ameri- 
corporation has sent citizen, armed 
with measure preparation and orien- 
tation, work Latin America, much 
ambassador still depends how insulated 
from the local community becomes. 
Thus, the American employer must con- 
sider the influence term employ- 
ment the adjustment his 
new conditions, other words, whether 
make Latin American assignments 
permanent relatively brief. 


The adjustment with the in- 
digenous population may also strongly 
affected whether lives ex- 


clusively American, company-maintained 
colony local housing units. Insula- 
tion from the community can also depend 
whether the employee buys 
local markets company commissaries, 
whether his elementary and high school 
age children company-run school 
local school and whether per- 
mitted encouraged join local 
social and civic programs. The company 
must also decide about the degree its 
own formal participation local events 
means bettering mutual relations 
with local and central governmental units 
well with individuals. 


view the fact that most Ameri- 
can companies pay some sort premium 
salary citizens employed outside 
the United States, those companies oper- 
ating Latin America must determine 
whether such salaries contributute ex- 
travagance the way employees 
conduct their daily living habits and 
whether American salaries are dis- 
factor local marketing, finance, 
and community life itself. 


Personnel Policies for Latin Ameri 
can Nationals Preparing the ground- 
work for harmony with host countries 
Latin America also involves the Ameri- 
can corporation’s policies toward local 
employees. Critical areas here include 
pay scale for nationals, again with con- 
sideration for stability local economic 
conditions. Job opportunities and training 
programs offered unskilled 
skilled nationals are important, well 
policies concerning hiring local per- 
sonnel for supervisory and management 
positions. 


that official governmental agencies 
the Latin American republics have 
rendered little assistance American 
companies seeking design enlightened 
personnel policies for their Latin Ameri- 
can operations. far could deter- 
mined brief survey the embassies 
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involved, genuine scarcity formal, 
written recommendations guide 
corporations exists. some extent, 
similar neglect can also ascribed 
the Department State. 

However, the primary responsibility for 
policy formulation cannot shifted 
away from American business enterprise 
itself. 

far the most important current pro- 
blem within the scope personnel 
and Latin American relations the need 


for corporations become more 
acutely aware the fact that such human 
relations can affect international relations. 
Some companies already demonstrate this 
awareness through the policies and regu- 
lations they have established. But ap- 
pears that the majority corpora- 
tions now operating Latin America 
have not yet fully recognized that their 
concern for these problems becoming 
increasingly vital factor doing busi- 
successfully Latin America. 
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